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IMAP Plan Outline 

(Integrated Market Action Program) 

Overview from Corporate Strategic Plan and Market Assessments 

Company (Where it's been, where it wants to go and why.) 
Product/Service (Research and development, current offering configuration, 

market standing, pricing and migration plans.) 
Market (Maturity, window of opportunity, sales cycle, market size, 

market share, customer share, brand equity.) 
Sales Channels (Which ones for what part of the offering and why.) 
Alliances/Sponsorships/Affiliations (Which ones, how use, and why.) 
Customer Care (How manage overall customer experience, now and in future.) 
Competition (Known, foreseen, concerns about unforeseen.) 
SWOT Analysis (Strengths, Weaknesses, Opportunities, Threats.) 
Infrastructure (Current capabilities, what's needed: 

people, systems, technology, management.) 

Business Objectives (Short list, specific, measurable.) 

Customer Segmentation (By company: Geography, industry type, size 

of business, type of business, revenue, employees. 
By individual: Job title, experience level, age, gender, 
embracing attitude, overcoming attitude.) 

Value Proposition (Major benefit for what cost. Understood or not.) 

Strategic Positioning (Strategic Positioning Statement, Promotional Positioning Line, 

key messages, supporting facts.) 
Marketing Strategy (Driven by the relationship aspect primarily, with pricing, 
distribution and the offer aligned.) 

Integrated Tactics Plans (Acquisition/ Closing/ Retention (A/C/R) Phases) 

Overview (Tactical approach to closed-loop Marketing, Sales, Customer Care.) 
Description (Individual Promotional/Relationship Enhancement and 

Personal Interaction Tactics.) 
Front Office Process (How Marketing, Sales and Customer Care integrated and 
organized to deliver, detailed in Interaction System Flow.) 
Timeline/Responsibilities (Major events for one year, detailed per quarter.) 
Budget (Organized by A/C/R Phase, Incremental and Fixed, 
by in-house or outsourced; cash flow.) 

Financial Analysis/Justification 

Leading Indicator Metrics (Captured during planning and implementation to hone 

business model to mitigate risk and maximize profits.) 

Continuity (Methods to check current progress in implementation and to update plan.) 
Critical Reference Information (See detailed list.) 



Critical Reference Information 



People 



Biographies 
Expertise, Capabilities 
Customer Relationships 
History, Projects 
Press & Media 
Articles 

Products & Sendees 



Company 

Background 
Purpose/Vision 
Industry Context 
Policies, Procedures 



Agreements 
History, Projects 
Press & Media 
Articles 



Descriptions 
Configurations, Pricing 
Documentation 
Applications 
Results 

Usage, Typical, How To 
History, Projects 
Press & Media 
Articles 



Key Customers 



Background 
Applications 
Financial Data 
Key Contacts 
Case Histories 
Press & Media 
Articles 



Technology 



R&D 
Investment 
Industry Context 
Roadmap 
How It Works 
Papers 

History, Project 
Press & Media 
Articles 



Competition 

Products & Services 
Pricing 
Organization 

Marketing & Selling Strategies 
Marketing Literature 
Competitive Analysis 

External Factors 



Economy: Domestic & International 
Major Events 
Industry News/Events 
Consumer News 
Business Environment 
Local News 

Alliances/Sponsorships 



Purpose 

Structure 

Marketing 

Alliance/Sponsorship Manager 
Financial Data 
Key Contacts 



Sales Channels 



Background 
Type for Each Product 
Type for Each Customer Class 
Territories 
Channel Manager 
Financial Data 
Key Contacts 

Key Marketing Documents 



Corporate Strategic Plan 
Market Assessments 
Targeting Research 
Tracking Research 
Ongoing Research Plans 
Priority Customer Profiles 
Interaction System Flow 
Relationship Tracking 
System Documentation 
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Interaction System (IS) Flow Notes 



XYZ Company 



The IS Flow is a guide for what Interactions are expected to happen between the company and its 
customers and shows how RIV Number Grid 370 (shown in Figure 14) is applied to a company. 

In the example illustrated in this Appendix, Interactions are customized for XYZ Company to 
execute the Alternative #2 Marketing Strategy, worst case scenario. The Tactics Code follows 
the numbering on the Tactics Plan Overview (shown in Figure 12). The Interaction sequences 
are determined from the Front Office process, organized into Acquisition/Closing/Retention 
Phases and patterned after typical Interaction sequences in the business process's library of 
Interaction Sequences. 

The CEL (Contact Evolution Level) Number is a whole number followed by a decimal The 
whole number reflects the CEL Level position of the contact. The decimal is the sum of the RIV 
(Relative Interaction Value) Numbers of the Interactions that have occurred within that CEL 
Level. Each Interaction in the IS Flow has an effect, or a value. Some Interactions trigger 
movement to another CEL Level. 

What would constitute movement from one CEL Level to another is defined while setting 
Tactical Requirements for the Marketing Strategy. When movement to another CEL Level is not 
triggered, then a RIV Number is added to the current CEL Number. 

In the IS Flow document that follows starting on B-4, when movement is required, it is noted by 
the expression "To CEL #." When a RIV Number is to be added instead, the expression "+.xxx" 
is used. For example, on page B-9 an Interaction CI -2a Thank You Note for an appointment has 
a RIV Number of" +.120;" an Interaction of Cl-lj Not Interested - Don't Handle on the initial 
appointment triggers movement "To CEL# 0.0." 

Figures 31 through 35 illustrate how the IS Flow simplifies and standardizes note taking for 
users and converts an Interaction Record into tabular form instead of the usual running dialogue 
of contact management systems. The standardization of notes and the tabular format allows the 
Interaction Record to be quickly read and the quantification of the Interactions makes it possible 
to analyze an individual record and compare it to others in the database for more robust 
reporting. 

By linking Incremental costs to specific Interactions, a company is much better able to make 
adjustments to maximize profit. The Incremental costs are for the XYZ Company example. The 
Incremental costs are derived using Activity Based Costing and are unique for each company. 

In the XYZ Company example to keep the model as simple as possible, management elected to 
consider ancillary programs such as an Influencer Program as a fixed cost rather than tracking all 
the associated Incremental costs. Management also elected to include in the Activity Based 
Costing for each Interaction the entire anticipated cost of its team to execute the Interaction as 
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well as the entire anticipated cost to interact with all the people necessary at the customer 
company. This way the entire Incremental costs are captured with one entry. To capture more 
detail, Incremental costs can be tracked by the key contact as well as by all the people 
subordinated to that key contact at the customer company (Figure 42) and then adding them 
together. Even more detail can be captured by tracking all the Interactions the XYZ Company 
people have with their customer company. 
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Interaction System (\S) Flow 
Acquisition Interaction 



Tactic Code 

A1 



Promotional Direct Mail 


Starts 
CEL#1.0 


Incremental 
Cost 


A1-1 1** Postcard 


+.030 


.50 


A1-2 2 nd Postcard 


+.030 


.50 


A1-3 3" 1 Postcard 


+.030 


.50 


A1-4 Brochure 


+.030 


2.00 


A1-5 4 th Postcard 


+.030 


.50 


A1-6 Returned to Sender 
A1-6a Wrong 
A1-6b Refused 


ToCEL#0.0 .35 
ToCEL#0.0 .35 



A2 



Outbound Telemarketing 



A2-1 Leave Voice Mail #1 

A2-2* Attempt Call 

A2-2a Disconnected/Wrong # 
A2-2b Busy/NA 
A2-2c Get Voice Mail 
A2-2d Gatekeeper Block 
A2-2e Do Not Contact 
A2-2f Inappropriate Contact 

A2-3* Leave Voice Mail #2 

A2-4* To Internal Sales 

A2-4 Hand Off - No Live Contact 

A2-5 Calls Back To 800# 

A2-5a No Action Needed 
A2-5b Do Not Contact 
A2-5c Inappropriate Contact 



+.030 



6.00 



ToCEL#0.0 1.00 
+.000 2.00 
+.000 2.00 
+.010 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 6.00 

ToCEL#2.0 6.00 
ToCEL#2.0 3.00 



ToCEL#3.0 8.00 
ToCEL#0.0 5.00 
ToCEL#0.0 6.00 
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A2-6 Live Conversation 

A2-6a Do Not Contact 
A2-6b Inappropriate Contact 
A2-6c Call Back 00/00/OO/Time 
A2-6d Send Why XYZ Company Email 
A2-6e Send Another Brochure 
A2-6f Fax Why XYZ Company 
A2-6g Not Interested -Too Busy 
A2-6h Not Interested - No Need 
A2-6i Not interested - Have Contract 
A2-6j Not Interested - No Budget 
A2-6k Not Interested - Don't Handle 
A2-6I Not Right - Not Enough Gizmos 
A2-6m Not Right - Not 3-5 Mission Critical 
A2-6n Not Right - Not 3-5 Noise Level 
A2-6o Not Right - Unlimited Contract 
A2-6p Send 1 st Email Tip 
A2-6q Gives Influencers 
A2-6r Hand Off- Specific Ques. 
A2-6s Hand Off - No Appt (Email) 
A2-6t Hand Off - No Appt. (Email/lnf.) 
A2-6u Hand Off -Phone Appt. 
A2-6v Hand Off - In Person Appt. 
A2-6w Other See Comment Box 
A2-6x Other See Comment Box 



ToCEL#2.0 

ToCEL#0.0 

ToCEL#0.0 

+.040 

+.040 

+.020 

+.020 

ToCEL#0.0 
To CEL # 0.0 
ToCEL#0.0 
To CEL #0.0 
To CEL #0.0 
To CEL #0.0 
To CEL #0.0 
To CEL #0.0 
To CEL #0.0 
To CEL #3.0 
+.100 

To CEL #3.0 
To CEL #3.0 
To CEL #3.1 
To CEL #3.5 
To CEL #4.0 
+.020 
+.040 



5.00 

6.00 

10.00 

10.00 

6.00 

10.00 

5.00 

5.00 

5.00 

5.00 

5.00 

7.00 

7.00 

7.00 

7.00 

10.00 

10.00 

15.00 

15.00 

15.00 

15.00 

15.00 

20.00 

20.00 



A2-7* Ongoing Thank Yous 



A3 



A2-7a Thank You Note 

A2-7b Thank You Email 

A2-7c Thank You Post-It Note W/ Attach. 

A2-7d Thank You T-shirt 

A2-7e Thank You Call 


+.120 
+.090 
+.120 
+.180 
+.120 


10.00 

5.00 

15.00 

25.00 

15.00 


A2-8* Personal Touch 

A2-8 See Comment Box 


+.180 


30.00 


Promotional Direct Mail 






A3-1 Thank You To ABC Manager 


+.120 


3.00 


A3-2 5-Part Mailing To Influencers 


+.150 


4.00 



A3-3 Returned to Sender 

A3-3a Wrong 
A3-3b Refused 



To CEL #0.0 .35 
To CEL #0.0 .35 
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A4 Ongotna Email 



A4-1 Monthly Tip +.040 4.00 



AS Outbound Telemarketing 



A5-1* Attempt Call 






A5-1a Disconnected /Wrona # 


To CEL #00 


1.00 


A5-1b Busy/NA 


+.000 


2.00 


A5-1c Get Voice Mail 


+.000 


2.00 


A5-1d Gatekeeper Block 


+.010 


5.00 


A5-1e Do Not Contact 


To CEL # 0.0 


5.00 


A5-1f Inappropriate Contact 


To CEL #0.0 


6.00 


A5-2* Leave Voice Mail #3 


+.060 


6.00 


A5-2 No Action Needed 






A5-3* Leave Voice Mail #4 


+.060 


6.00 
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A5-6* Attempt Call 






A5-6a Disconnected/Wrong # 


To CEL #0.0 


1.00 


A5-6b Busy/NA 


+.000 


2.00 


A5-6c Get Voice Mail 


+.000 


2.00 


A5-6d Gatekeeper Block 


+.010 


5.00 


A5-6e Do Not Contact 


To CEL # 0.0 


5.00 


A5-6f Inappropriate Contact 


To CEL #0.0 


6.00 


A5-7* Leave Voice Mail #6 


+.060 


6.00 


A5-8 Live Conversation 






A5-8a Do Not Contact 


To CEL # 0.0 


5.00 


A5-8b Inappropriate Contact 


To CEL #0.0 


6.00 


A5-8c Call Back 00/00/00/Time 


+.040 


10.00 


A5-8d Send Why XYZ Company Email 


+.040 


10.00 


A5-8e Send Another Brochure 


+.020 


6.00 


A5-8f Fax Why XYZ Company 


+.020 


10.00 


A5-8g Not Interested - Too Busy 


To CEL #0.0 


5.00 


A5-8h Not Interested - No Need 


To CEL # 0.0 


5.00 


A5-8i Not Interested - Have Contract 


To CEL #0.0 


5.00 


A5-8J Not Interested - No Budget 


To CEL #0.0 


5.00 


A5-8k Not Interested - Don't Handle 


To CEL #0.0 


5.00 


A5-8I Not Right - Not Enough Gizmos 


To CEL #0.0 


7.00 


A5-8m Not Right - Not 3-5 Mission Critical 


To CEL #0.0 


7.00 


A5-8n Not Right - Not 3-5 Noise Level 


To CEL #0.0 


7.00 


A5-8o Not Right - Unlimited Contract 


To CEL #0.0 


7.00 


A5-8p Send 1 st Email Tip 


To CEL #3.0 


10.00 
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A5-8q Gives Influencers +.100 10.00 

A5-8r Set Phone Appt. 00/00/00/Time To CEL #3.5 15.00 

A5-8s Set In Person Appt 00/00/00/Time ToCEL#4.0 15.00 

A5-8t Other See Comment Box +.020 20.00 

A5-8u Other See Comment Box +.040 20.00 

A5-8v Keep in Acquisition +.060 10.00 

A5-9* Ongoing Thank Yous 



A5-9a Thank You Note 


+.120 


10.00 


A5-9b Thank You Email 


+.090 


5.00 


A5-9c Thank You Post-It W/ Attachment 


+.120 


15.00 


A5-9d Thank You T-shirt 


+.180 


25.00 


A5-9e Thank You Call 


+.120 


15.00 



A5-10* Personal Touch 

A5-10 See Comment Box +.180 30.00 



A6 Inbound Telemarketing 



A6-1* Web Response 

A6-1a Contacts Us To CEL # 3.0 8.00 

A6-1b Do Not Contact To CEL # 0.0 5.00 

A6-1c Inappropriate Contact To CEL #0.0 6.00 

A6- 1 d Mail Emergency Kit +. 1 50 6.00 

A6-1e Send 1 st Email Tip +.040 10.00 

A6-1f Call Forum Information +.040 15.00 

A6-1g Email Forum Information +.040 5.00 

A6-1h Mail Forum Information +.040 10.00 

A6-1i Fax Forum Information +.040 15.00 

A6-2* Email Response 

A6-2a Contacts Us To CEL # 3.0 8.00 

A6-2b Do Not Contact To CEL # 0.0 5.00 

A6-2c Inappropriate Contact To CEL #0.0 6.00 

A6-2d Send 1 st Email Tip +.040 10.00 

A6-2e Custom Email +.120 10.00 

A6-3* Fax Response 

A6-3a Contacts Us To CEL # 3.0 8.00 

A6-3b Do Not Contact To CEL # 0.0 5.00 

A6-3c Inappropriate Contact To CEL # 0.0 6.00 

A6-3d Custom Fax +.120 15.00 

A6-4* Snaifmail Response 

A6-4a Contacts Us To CEL # 3.0 8.00 

A6-4b Do Not Contact To CEL #0.0 5.00 

A6-4c Inappropriate Contact To CEL #0.0 6.00 

A6-4d Custom Snailmail +.120 15.00 
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A6-5* Voicemail Response 

A6-5a Contacts Us To CEL # 3.0 15.00 

A6-5b Do Not Contact To CEL # 0.0 5.00 

A6-5c Inappropriate Contact To CEL # 0.0 6.00 

A6-5d Custom Voicemail +.090 15.00 

A6-6 Live Conversation 

A6-6a Do Not Contact To CEL # 0.0 5.00 

A6-6b Inappropriate Contact To CEL #0.0 6.00 

A6-6c Call Back 00/00/00/Time +.040 10.00 

A6-6d Send WhyXYZ Company Email +.040 10.00 

A6-6e Send Another Brochure +.020 6.00 

A6-6f Fax WhyXYZ Company +.020 10.00 

A6-6g Not Right - Not Enough Gizmos To CEL # 0.0 7.00 

A6-6h Not Right -Not 3-5 Mission Critical To CEL #0.0 7.00 

A6-6i Not Right - Not 3-5 Noise Level To CEL # 0.0 7.00 

A6-6j Not Right - Unlimited Contract To CEL #0.0 7.00 

A6-6k Send 1 st Email Tip +.040 10.00 

A6-6I Gives Influencers +.100 10.00 

A6-6m Set Phone Appt. 00/00/00/Time To CEL # 3.5 1 5.00 
A6-6n Set In Person Appt. 00/00/00/Time To CEL # 4.0 1 5.00 

A6-60 Call Forum Information +.040 15.00 

A6-6p Email Forum Information +.040 5.00 

A6-6q Mail Forum Information +.040 10.00 

A6-6r Fax Forum Information +.040 15.00 

A6-6s Other See Comment Box +.020 20.00 

A6-6t Other See Comment Box +.040 20.00 

A6-6u Keep In Acquisition +.060 10.00 

A6-7* Ongoing Thank Yous 

A6-7a Thank You Note +.120 10.00 

A6-7b Thank You Email +.090 5.00 

A6-7c Thank You Post-It W/ Attachment +.120 15.00 

A6-7d Thank You T-shirt +.180 25.00 

A6-7e Thank You Call +.120 15.00 

A6-8* Personal Touch 

A6-8 See Comment Box +.180 30.00 
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Closing Interaction 



CI Presentation/Sales Kit Starts 4.0 

C1-1* Initial Appointment 

C1-1a Confirm Appointment +.050 30.00 

C1-1b Reschedule Appointment +.050 40.00 

C1-1c Cancel Appointment ToCEL#0.0 15.00 

C1-1d Appointment Voicemail +.030 6.00 

C1-1e Contact Calls Set Appt. +.050 20.00 

C1-1f Not Interested -Too Busy ToCEL#0.0 5.00 

C1-1g Not interested -No Need To CEL. #0.0 5.00 

C1-1h Not Interested- Have Contract To CEL. #0.0 5.00 

C1-1i Not Interested- No Budget ToCEL#0.0 5.00 

C1-1j Not Interested- Don't Handle ToCEL#0.0 5.00 

C1-1k Not Right - Not Enough Gizmos To CEL. #0.0 7.00 
C1-1I Not Right - Not 3-5 Mission Critical To CEL. #0.0 7.00 

C1-1m Not Right - Not 3-5 Noise Level To CEL # 0.0 7.00 

C1-1n Not Right - Unlimited Contract To CEL #0.0 7.00 

C1-1o Not Right - Never Interested To CEL # 0.0 7.00 

C1-1p Not Right - No Site Rt # To CEL # 0.0 7.00 

C1-1q Not Right - No On Contract To CEL #0.0 7.00 

C1-1 r Not Right - Volume Too Low To CEL # 0.0 7.00 

C1-1s Not Right - Geo. Bad To CEL #0.0 7.00 

C1-1t Not Right - No On ABC Gizmos To CEL #0.0 7.00 

C1-1u Not Right - Not Profitable To CEL #0.0 7.00 

C1-1v Not Right - Don't Know To CEL # 0.0 7.00 

C1-1w Return To Acquisition To CEL # 3.0 50.00 

C1-1x Contact CK Boss +.040 15.00 

C1-1y Contact CKCFO +.040 is'oo 

C1-1z Contact CK Other +.020 15.00 

C1-1aa Another Appointment Set +.050 40.00 

Cl-1bb Customer To Develop Facts +.050 15.00 

C1-1cc Schedule Fact Finding +.075 30.00 

C1-2* Thank You For Appointment 

C1-2a Thank You Note +.120 10.00 

C1-2b Thank You Email +.090 5.00 

C1-2c Thank You Post-It W/Attachment +.120 15.00 

C1-2d Thank You T-shirt +.180 25.00 

C1-2e Thank You Call +.120 15.00 

C1-3* Personal Touch 

C1-3 See Comment Box +.180 30.00 

C1-4* Other 

C1-4a See Comment Box +.090 30.00 

C1-4b See Comment Box +.180 30.00 
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C1-5* Another Appointment With Others 
C1-5a Confirm Appointment 
C1-5b Reschedule Appointment 
C1-5c Cancel Appointment 
C1-5d Appointment Voicemail 
C1-5e Not Interested - Too Busy 
C1-5f Not Interested - No Need 
C1-5g Not Interested - Have Contract 
C1-5h Not Interested - No Budget 
C1 -5i Not Interested - Don't Handle 
C1-5j Not Right - Not Enough Gizmos 
C1-5k Not Right - Not 3-5 Mission Critical 
C1-5I Not Right - Not 3-5 Noise Level 
C1-5m Not Right - Unlimited Contract 
C1-5n Not Right - Never Interested 
C1-5o Not Right - No Site Rt # 
C1-5p Not Right - No On Contract 
C1-5q Not Right - Volume Too Low 
C1-5r Not Right - Geo. Bad 
C1-5s Not Right - No On ABC Gizmos 
C1 -5t Not Right - Not Profitable 
C1-5u Not Right - Don't Know 
C1-5v Return To Acquisition 
C1-5w Contact CK Boss 
C1-5x Contact CKCFO 
C1-5y Contact CK Other 
C1-5z Another Appointment Set 
C1-5aa Customer To Develop Facts 
C1-5bb Schedule Fact Finding 



C1-6* Follow 

C1-6a 
C1-6b 
C1-6c 
C1-6d 
C1-6e 
C1-6f 
C1-6g 
C1-6h 
C1-6i 
C1-6j 
C1-6k 
C1-6I 
C1-6m 
C1-6n 
C1-6o 
C1-6p 
C1-6q 
C1-6r 
C1-6s 
C1-6t 
C1-6u 



Up Appointment 

Call No Message Left 
# Calls No Message Left 
Gatekeeper Block 
Left Voicemail 
Call Back 00/00/OO/Time 
Later - Too Busy 
Later - Don't Know Yet 
Later - Wrong Time 
Set Follow Up Meeting 
Not Interested - Too Busy 
Not Interested - No Need 
Not Interested - Have Contract 
Not Interested - No Budget 
Not Interested - Don't Handle 
Not Right - Not Enough Gizmos 
Not Right - Not 3-5 Mission Critical 
Not Right - Not 3-5 Noise Level 
Not Right - Unlimited Contract 
Not Right - Never Interested 
Not Right - No Site Rt. # 
Not Right - No On Contract 



+.050 30.00 
+.050 40.00 
ToCEL#0.0 15.00 
+.030 6.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#3.0 50.00 
+.040 15.00 
+.040 15.00 
+.020 15.00 
+.050 40.00 
+.050 15.00 
+.075 30.00 



+.000 2.00 
+.000 10.00 
+.010 5.00 
+.060 6.00 
+.060 10.00 
+.020 5.00 
+.020 5.00 
+.020 5.00 
+.060 40.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 5.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
ToCEL#0.0 7.00 
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C1-6v Not Right - Don't Know To CEL. #0.0 7.0 

C1-6w Return to Acquisition To CEL. #3.0 50.00 

C1-6x Another Appointment Set +.050 40.00 

C1-6y Customer to Develop Facts +.050 15.00 

C1-6z Schedule Fact Finding +.075 30.00 



C2 Fact Finding/Evaluation 



C2-1* Follow Up Fact Finding 

C2-1a Call No Message Left +.000 2.00 

C2-1b # Calls No Message Left +.000 10.00 

C2-1c Gatekeeper Block +.010 5.00 

C2-1d Left Voice Mail +.060 6.00 

C2-1e Call Back 00/00/00/Time +.060 10.00 

C2-1f Later -Too Busy +.020 5.00 

C2-1g Later - Don't Know Yet +.020 5.00 

C2-1h Later- Wrong Time +.020 5.00 

C2-1i Set Meeting To Get Facts +.075 40.00 

C2-1j Schedule Fact Finding +.075 30.00 

C2-2* Basic Fact Finding +.100 100.00 

C2-3* Premium Fact Finding +.150 200.00 

C2-4* Set Meeting Confirm Facts +.075 40.00 

C2-5* Meeting On Facts 

C2-5a Customer Facts Need More -.050 150.00 

C2-5b Customer Facts Have Enough +.050 100.00 

C2-5c Our Facts Need More -.050 150.00 

C2-5d Our Facts Have Enough +.050 100.00 

C2-6* Additional Work On Facts 

C2-6a See Comment Box -.075 100.00 

C2-6b See Comment Box +.075 200.00 

C2a7* Thank You For Facts 

C2-7a Thank You Note +.120 10.00 

C2-7b Thank You Email +.090 5.00 

C2-7c Thank You Post-It W/ Attachment +.120 15.00 

C2-7d Thank You T-shirt +.180 25.00 

C2-7e Thank You Call +.120 15.00 

C2-8* Personal Touch 

C2-8 See Comment Box +.180 30.00 

C2-9* Other 

C2-9a See Comment Box +.090 30.00 

C2-9b See Comment Box +.180 30.00 



8 

6-n 



C3 



Initial Proposal 



C3-1* Set Initial Proposal Meeting +.075 40.00 

C3-2* Deliver Basic Initial Proposal +.100 500.00 

C3-3* Deliver Premium Initial Proposal +.150 1000.00 

C3-4* Thank You For Initial Proposal 

C3-4a Thank You Note +.120 10.00 

C3-4b Thank You Email +.090 5.00 
C3-4c Thank You Post-It WV Attachment +.120 1 5.00 

C3-4d Thank You T-shirt +.180 25.00 

C3-4e Thank You Call +.120 15.00 

C3-5* Personal Touch 

C3-5 See Comment Box +.180 30.00 

C3-6* Other 

C3-6a See Comment Box +.090 30.00 

C3-6b See Comment Box +.180 30,00 

C3-7* Follow Up Initial Proposal 

C3-7a Call No Message Left +.000 2.00 

C3-7b # Calls No Message Left +.000 10.00 

C3-7c Gatekeeper Block +.010 5.00 

C3-7d Left Voice Mail +.060 6.00 

C3-7e Call Back 00/00/00/Time +.060 10.00 

C3-7f Later -Too Busy +.020 5.00 

C3-7g Later- Don't Know Yet +.020 5.00 

C3-7h Later- Wrong Time +.020 5.00 

C3-7i Set Follow Up Meeting +.060 40.00 

C3-7j Not Interested - Too Busy To CEL # 0.0 5.00 

C3-7k Not Interested- No Need To CEL #0.0 5.00 

C3-7k Not Interested - Have Contract To CEL #0.0 5.00 

C3-7I Not Interested - No Budget To CEL # 0.0 5.00 

C3-7m Not Interested - Don't Handle To CEL # 0.0 5.00 

C3-7n Not Right - Not Enough Gizmos To CEL # 0.0 5.00 
C3-7o Not Right - Not 3-5 Mission Critical To CEL # 0.0 7.00 

C3-7p Not Right - Not 3-5 Noise Level To CEL # 0.0 7.00 

C3-7q Not Right - Unlimited Contract To CEL # 0.0 7.00 

C3-7r Not Right - Never Interested To CEL #0.0 7.00 

C3-7s Not Right - No Site Rt # To CEL # 0.0 7.00 

C3-7t Not Right - No On Contract To CEL # 0.0 7.00 

C3-7u Not Right - Volume Too Low To CEL # 0.0 7.00 

C3-7v Not Right - Geo. Bad To CEL # 0.0 7.00 

C3-7w Not Right - No On ABC Gizmos To CEL # 0.0 7.00 

C3-7x Not Right - Not Profitable To CEL #0.0 7.00 

C3-7y Not Right - Don't Know To CEL #0.0 7.00 

C3-7z Return To Acquisition To CEL #3.0 50.00 

C3-7aa WANTS A CONTRACT! To CEL #5.0 50.00 



C3-8* Follow Up Meeting Initial Proposal 

C3-8a Call Back 00/00/OO/Time +.060 10.00 

C3-8b Not Interested -Too Busy ToCEL#0.0 5.00 

C3-8c Not Interested -No Need ToCEL#0.0 5.00 

C3-8d Not Interested -Have Contract ToCEL#0.0 5.00 

C3-8e Not Interested- No Budget ToCEL#0.0 5.00 

C3-8f Not Interested -Don't Handle ToCEL#0.0 5.00 

C3-8g Not Right -Not Enough Gizmos ToCEL#0.0 7.00 

C3-8h Not Right -Not 3-5 Mission Critical ToCEL#0.0 7.00 

C3-8i Not Right - Not 3-5 Noise Level To CEL # 0.0 7.00 

C3-8j Not Right -Unlimited Contract To CEL #0.0 7.00 

C3-8k Not Right -Never Interested To CEL #0.0 7.00 

C3-8I Not Right - No Site Rt. # To CEL # 0.0 7.00 

C3-8m Not Right - No On Contract To CEL # 0.0 7.00 

C3-8n Not Right -Volume Too Low To CEL #0.0 7.00 

C3-8o Not Right - Geo. Bad To CEL # 0.0 7.00 

C3-8p Not Right - No On ABC Gizmos To CEL # 0.0 7.00 

C3-8q Not Right -Not Profitable To CEL #0.0 7.00 

C3-8r Not Right - Don't Know To CEL # 0.0 7.00 

C3-8s Return To Acquisition To CEL #3.0 50.00 

C3-8t WANTS A CONTRACT! To CEL # 5.0 50.00 

C3-9* Thank You Follow Up 



C3-9a Thank You Note 

C3-9b Thank You Email 

C3-9c Thank You Post-It W/ Attachment 

C3-9d Thank You T-shirt 

C3-9e Thank You Call 


+.120 
+.090 
+.120 
+.180 
+.120 


10.00 

5.00 

15.00 

25.00 

15.00 


C3-10* Personal Touch 

C3-10 See Comment Box 


+.180 


30.00 


C3-11* Other 

C3-11a See Comment Box 
C3-11b See Comment Box 


+.090 
+.180 


30.00 
30.00 


Initial Contract 






C4-1* Set Initial Contract Meeting 


+.075 


40.00 



C4-2* Deliver Basic Contract 



+.100 



750.00 



C4-3* Deliver Premium Contract 



+.150 



750.00 



C4-4* Thank You For Contract 
C4-4a Thank You Note 
C4-4b Thank You Email 
C4-4c Thank You Post-It W/ Attachment 
C4-4d Thank You T-shirt 
C4-4e Thank You Call 

C4-5* Personal Touch 

C4-5 See Comment Box 

C4-6* Other 

C4-6a See Comment Box 
C4-6b See Comment Box 

C4-7* Follow Up Initial Contract 

C4-7a Left Voice Mail 
C4-7b Call Back 00/00/OO/Time 
C4-7c Set Follow Up Meeting 
C4-7d Return To Acquisition 
C4-7e SIGNS CONTRACT! 

C4-8* Hand Off To Customer Care 

C4-9* Hold Follow Up On Initial Contract 
C4-9a Call Back 00/00/OO/Time 
C4-9b Return To Acquisition 
C4-9c SIGNS CONTRACT! 

C4-10* Thank You For Follow Up 

C4-10a Thank You Note 

C4-10b Thank You Email 

C4-10c Thank You Post-It W/ Attachment 

C4-10d Thank You T-shirt 

C4-10e Thank You Call 

C4-11* Personal Touch 

C4-11 See Comment Box 

C4-12* Other 

C4-12a See Comment Box 
C4-12b See Comment Box 

C4-13*Hand Off To Customer Care 



+.120 
+.090 
+.120 
+.180 
+.120 



M80 



+.090 
+.180 



10.00 

5.00 

15.00 

25.00 

15.00 



30.00 



30.00 
30.00 



+.060 6.00 
+.060 10.00 
+.050 40.00 
ToCEL#3.0 50.00 
ToCEL#6.0 50.00 

ToCEL#7.0 100.00 



+.060 10.00 
ToCEL#3.0 50.00 
ToCEL#6.0 50.00 



+.120 
+.090 
+.120 
+.180 
+.120 



+.180 



+.090 
+.180 



10.00 

5.00 

15.00 

25.00 

15.00 



30.00 



30.00 
30.00 



ToCEL#7.0 100.00 



Renewal Proposal 



C5-1* Set Renewal Proposal Meeting 
C5-2* Deliver Basic Renewal Proposal 



+.075 
+.100 



40.00 
350.00 



6-H 



C5-3* 



Deliver Premium Renewal Proposal 



+.150 



750.00 



C5-4* Thank You For Renewal Proposal 

C5-4a Thank You Note +.120 10.00 

C5-4b Thank You Email +.090 5.00 

C5-4c Thank You Post-It WY Attachment +.120 1 5.00 

C5-4d Thank You T-shirt +.180 25.00 

C5-4e Thank You Call +.120 15.00 



C5-5* Personal Touch 

C5-5 See Comment Box 

C5-6* Other 

C5-6a See Comment Box 
C5-6b See Comment Box 

C5-7* Follow Up Renewal Proposal 
C5-7a Left Voice Mail 
C5-7b Call Back 00/00/00/Time 
C5-7c Set Follow Up Meeting 
C5-7d Return To Acquisition 
C5-7e SIGNS CONTRACT! 

C5-8* Follow Up Meeting Renewal Proposal 

C5-8a Call Back 00/00/00 Time 
C5-8b Return To Acquisition 
C5-8c Wants A CONTRACT! 

C5-9* Thank You For Follow Up 

C5-9a Thank You Note 

C5-9b Thank You Email 

C5-9c Thank You Post-It W7 Attachment 

C5-9d Thank You T-shirt 

C5-9e Thank You Call 

C5-10* Personal Touch 

C5-10 See Comment Box 



+.180 



+.090 
+.180 



+.060 
+.060 
+.050 

ToCEL#3.0 
ToCEL#5.0 



30.00 



30.00 
30.00 



6.00 

10.00 

40.00 

50.00 

50.00 



+.060 10.00 
ToCEL#3.0 50.00 
ToCEL#5.0 50.00 



+.120 
+.090 
+.120 
+.180 
+.120 



+. 180 



10.00 

5.00 

15.00 

25.00 

15.00 



30.00 



C5-11*Other 

C5-1 1a See Comment Box 
C5-11b See Comment Box 



+.090 
+.180 



30.00 
30.00 



C6 



Renewal Contract 



C6-1* Set Meeting Renewal Contract +.075 40.00 

C6-2* Deliver Basic Renewal Contract +.100 500.00 

C6-3* Deliver Premium Renewal Contract +.150 500.00 
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C6-4* Thank You For Renewal Contract 

C6-4a Thank You Note +.120 10.00 

C6-4b Thank You Email +.090 5.00 
C6-4c Thank You Post-It W/ Attachment +.120 15.00 

C6-4d Thank You T-shirt +.180 25.00 

C6-4e Thank You Call +.120 15.00 

C6-5* Personal Touch 

C6-5 See Comment Box +.180 30.00 

C6-6* Other 

C6-6a See Comment Box +.090 30.00 

C6-6h See Comment Box +.180 30.00 

C6-7* Follow Up Renewal Contract 

C6-7a Left Voice Mail +.060 6.00 

C6-7b Call Back 00/00/00/Time +.060 10.00 

C6-7c Set Follow Up Meeting +.050 40.00 

C6-7d Return To Acquisition ToCEL#3.0 50.00 

C6-7e SIGNS CONTRACT! To CEL # 6.0 50.00 

C6-8* Hand Back To Customer Care To CEL #7.0 100.00 

C6-9* Hold Follow Up Meeting Renewal Contract 

C6-9a Call Back 00/00/00/Time +.060 10.00 

C6-9D Return To Acquisition To CEL #3.0 50.00 

C6-9C SIGNS CONTRACT! To CEL #6.0 50.00 

C6-10* Thank You For Follow Up 

C6-10a Thank You Note +.120 10.00 

C6-10b Thank You Email +.090 5.00 
C6-10c Thank You Post-It W/ Attachment +.120 15.00 

C6-10d Thank You T-shirt +.180 25.00 

C6-10e Thank You Call +.120 15.00 

C6-11* Personal Touch +.180 30.00 

C6-12*Other 

C6-12a See Comment Box +.090 30.00 

C6-1 2b See Comment Box + . 1 80 30.00 

C6-1 3* Hand Back To Customer Care To CEL # 7.0 1 00.00 



6% 



Retention Interaction 



R1 Gizmo Report Starts 7.0 

R1-1* Set Meeting Report /Survey #2 +.075 40.00 

R1-2* Basic Report /Survey #2 

R1-2a Response Dictates ToCEL#8.0 350.00 

R1-2b Response Dictates ToCEL#9.0 350.00 

R1-2c Response Dictates To CEL # 10.0 350.00 

R1-2d Response Dictates To CEL # 1 1 .0 350.00 

R1-2e Response Dictates To CEL # 12.0 350.00 

R1-2f Response Dictates To CEL # 13.0 350.00 

R1-3* Premium Report /Survey #2 

R1-3a Response Dictates To CEL #8.0 750.00 

R1-3b Response Dictates To CEL #9.0 750.00 

R1-3c Response Dictates To CEL # 10.0 750.00 

R1-3d Response Dictates To CEL # 1 1 .0 750.00 

R1-3e Response Dictates To CEL# 12.0 750.00 

R1~3f Response Dictates To CEL # 13.0 750.00 

R1-4* Thank You Report Meeting/Survey 

R1-4a Thank You Note +.125 10.00 

R1-4b Thank You Email +.095 5.00 
R1-4c Thank You Post-it W/ Attachment +.125 15.00 

R1-4d Thank You T-shirt +.190 25.00 

R1~4e Thank You Call +.125 15.00 

R1-5* Personal Touch 

R1-5 See Comment Box +.190 30.00 

R1-6* Other 

R1-6a See Comment Box +.095 30.00 

R1-6b See Comment Box +.190 30.00 

R2 Ongoing Gizmo inventory 

R2-1 Monthly invoice Summary +.060 30.00 

R3 Gizmo Report Updates 

R3-1* Set Meeting Update/Survey #3 +.075 40.00 
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R3-2* Basic Update/Survey #3 

R3-2a Response Dictates 
R3-2b Response Dictates 
R3-2c Response Dictates 
R3-2d Response Dictates 
R3-2e Response Dictates 
R3-2f Response Dictates 



ToCEL#8.0 350.00 
ToCEL#9.0 350.00 
To CEL# 10.0 350.00 
To CEL# 11.0 350.00 
To CEL# 12.0 350.00 
To CEL# 13.0 350.00 



R3-3* Premium Update/Survey #3 

R3-3a Response Dictates 
R3-3b Response Dictates 
R3-3c Response Dictates 
R3-3d Response Dictates 
R3-3e Response Dictates 
R3-3f Response Dictates 



ToCEL#8.0 750.00 
ToCEL#9.0 750.00 
ToCEL#10.0 750.00 
To CEL# 11.0 750.00 
To CEL# 12.0 750.00 
To CEL# 13.0 750.00 



R3-4* Thank You For Update/Survey #3 

R3-4a Thank You Note +.125 10.00 

R3-4b Thank You Email +.095 5.00 

R3-4c Thank You Post-It W/ Attachment +.125 15.00 

R3-4d Thank You T-shirt +.190 25.00 

R3-4e Thank You Call +.125 1 5.00 



R3-5* Personal Touch 

R3-5 See Comment Box 



+.190 



30.00 



R3-6* Other 

R3-6a See Comment Box 
R3-6b See Comment Box 



+.095 
+.190 



30.00 
30.00 



R3-7* Back To Internal Sales For Renewal 



ToCEL#5.0 100.00 



R3-8* Other 

R3-8a See Comment Box 
R3-8b See Comment Box 



+.095 
+.190 



30.00 
30.00 



Relationship Enhancement 

R4-1* Start Of Contract/ Survey #1 
R4-1a Response Dictates 
R4-1b Response Dictates 
R4-1c Response Dictates 
R4-1d Response Dictates 
R4-1e Response Dictates 
R4-1f Response Dictates 



ToCEL#8.0 300.00 
ToCEL#9.0 300.00 
To CEL# 10.0 300.00 
ToCEL# 11.0 300.00 
ToCEL#12.0 300.00 
To CEL# 13.0 300.00 



R4-2* Get Testimonial/ Survey #4 

R4-2a Response Dictates To CEL #8.0 1000.00 

R4-2b Response Dictates To CEL #9.0 1000.00 

R4-2c Response Dictates To CEL# 10.0 1000.00 

R4-2d Response Dictates To CEL # 1 1 .0 1000.00 

R4-2e Response Dictates To CEL# 12.0 1000.00 

R4-2f Response Dictates To CEL # 13.0 1000.00 

R4-3* Use Reference/ Survey #4 

R4-3a Response Dictates To CEL #8.0 300.00 

R4-3b Response Dictates To CEL #9.0 300.00 

R4-3c Response Dictates To CEL #10.0 300.00 

R4-3d Response Dictates To CEL # 1 1 .0 300.00 

R4-3e Response Dictates To CEL # 12.0 300.00 

R4-3f Response Dictates To CEL #13.0 300.00 

R4~4* Ask Referral/ Survey #4 

R4-4a Response Dictates To CEL #8.0 300.00 

R4-4b Response Dictates To CEL # 9.0 300.00 

R4-4c Response Dictates To CEL # 10.0 300.00 

R4-4d Response Dictates To CEL #11.0 300.00 

R4-4e Response Dictates To CEL # 12.0 300.00 

R4-4f Response Dictates To CEL# 13.0 300.00 

R4-5* Receive Referral +.300 200.00 

R4-6* Expand Contract +.500 500.00 

R4-r Set Check-in Meeting/ Survey #5 +.075 40.00 

R4-8* Check-In Meeting/ Survey #5 

R4-8a Response Dictates To CEL #8.0 300.00 

R4-8b Response Dictates To CEL #9.0 300.00 

R4-8c Response Dictates To CEL # 10.0 300.00 

R4-8d Response Dictates To CEL #11.0 300.00 

R4-8e Response Dictates To CEL # 12.0 300.00 

R4-8f No Action Needed To CEL # 13.0 300.00 

R4-9* Thank You Check-In Meeting/Survey #5 

R4-9a Thank You Note +.125 10.00 

R4-9b Thank You Email +.095 5.00 
R4-9c Thank You Post-It W/ Attachment +.125 15.00 

R4-9d Thank You T-shirt +.190 25.00 

R4-9e Thank You Call +.125 15.00 

R4-10* Personal Touch 

R4-10 See Comment Box +.190 30.00 

R4-11*Other 

R4-1 1 a See Comment Box +.095 30.00 

R4-1 1 b See Comment Box +. 1 90 30.00 



R4-12 A Customer No More 



ToCEL#0.0 1000.00 



R5_ 



Ongoing Email 



R5-1 Monthly Tip #1 (To Add Old Customers) +.040 



4.00 



R6 



Ongoing Training 



R6-1* Meeting To Plan Training/Survey #6 
R6-1a Response Dictates 
R6-1b Response Dictates 
R6-1c Response Dictates 
R6-1d Response Dictates 
R6-1e Response Dictates 
R6-1f Response Dictates 

R6-2* Basic Training 

R6-3* Premium Training 



ToCEL#8.0 150.00 
ToCEL#9.0 150.00 
To CEL# 10.0 150.00 
To CEL# 11.0 150.00 
To CEL# 12.0 150.00 
To CEL# 13.0 150.00 



+.060 
+.120 



500.00 
750.00 



R6-4* Thank You For Training 

R6-4a Thank You Note 

R6-4b Thank You Email 

R6-4c Thank You Post-It W/ Attachment 

R6-4d Thank You T-shirt 

R6-4e Thank You Call 

R6-5* Personal Touch 

R6-5 See Comment Box 



+.125 
+.095 
+.125 
+.190 
+.125 



+.190 



10.00 

5.00 

15.00 

25.00 

15.00 



30.00 



R6-6* Other 

R6-6a See Comment Box 
R6-6b See Comment Box 



+.095 
+.190 



30.00 
30.00 



R7 



Ongoing Thank Yous 



R7-1* Other Thank You: See Comment Box 

R7-1a Thank You Note +.125 10.00 

R7-1b Thank You Email +.095 5.00 

R7-1 c Thank You Post-It W/ Attachment +.125 1 5.00 

R7-1d Thank You T-shirt +.190 25.00 

R7-1e Thank You Call +.125 15.00 
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R8 Anniversary Celebrations 



R8-1* Invite To Celebration +.075 40.00 

R8-2* Hold 5-Year Celebration +.200 750.00 

R8-3* Hold 10-Year Celebration +.200 1000.00 

R8-4* Hold 15-Year Celebration +.200 1250.00 

R8-5* Hold 20-Year Celebration +.200 1500.00 

R8-6* Thank You For Coming 

R8-6a Thank You Note +.125 10.00 

R8-6b Thank You Email +.095 5.00 

R8-6c Thank You Post-It W/ Attachment +.125 1 5.00 

R8-6d Thank You T-shirt +.190 25.00 

R8-6e Thank You Call +.125 15*00 

R8-7* Personal Touch 

R8-7 See Comment Box +.190 30.00 



R8-8* Other 

R8-8a See Comment Box +.095 



R9 Event 



30.00 



R8-8b See Comment Box +.190 30.00 



R9-1* Invite To Event +.075 40.00 

R9-2* Hold Event +.170 5000.00 

R9-3* Thank You For Coming 

R9-3a Thank You Note +.125 10.00 

R9-3b Thank You Email +.095 5 00 

R9-3c Thank You Post-It W/ Attachment +.125 15.00 

R9-3d Thank You T-shirt +. 1 90 25 00 

R9-3e Thank You Call +.125 15.00 

R9-4* Personal Touch 

R9-4 See Comment Box +.190 30.00 

R9-5* Follow Up With Summary +.035 300.00 
R9-6* Other 

R9-6a See Comment Box +.095 30.00 

R9-6b See Comment Box +.190 30.00 



Used to plan the Next Interaction with a contact. 
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APPENDIX - C 
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Strategic Brand Readiness (SBR) Factor Notes 



XYZ Company 



The SBR Factor is used to score a company's relative market position and to quantify the risk 
posed by external and internal brand readiness issues. The SBR Factor is then used in financial 
projections to modify the risk. 

The SBR factor value is portioned 20% to the Acquisition phase, 30% to the Closing phase and 
50% to the Retention phase in a customer's life cycle to reflect a typical breakout of new to 
repeat business and to arrive at a final SBR factor in the range of + or - 10%. The Scoring 
Potential for these phases is shown on pages C-3 to C-8. 

To arrive at the SBR Factor, management scores the present situation, or status quo, in the 
business (and what is likely to occur in the next two years) on twelve categories (six External 
and six Internal), broken out by Year One, Two and Three. An example of how XYZ Company 
scored Status Quo is on page C-9 and C- 10. Pages C- 11 toC-16 show how the business 
process calculated the SBR Factor. The SBR Factor for Status Quo is summarized on page CM 7 
in the Strategic Brand Readiness (SBR) Report by Strategy. 

Later the exercise is repeated to determine the SBR Factor for the Plan (based on the New 
Marketing Strategy) over a three-year period. An example of how XYZ Company scored the 
Planned New Marketing Strategy is on page 0 18 and C- 19. Pages C-20 to C-25 show how 
the business process calculated the SBR Factor. The SBR Factor for Planned is summarized on 
page C-26 in the Strategic Brand Readiness (SBR) Report by Strategy. 

After implementation, an Actual SBR Factor will be computed; the first year is based on what 
happened, the next two on projections. A summary of all the SBR Factors is kept on a Strategic 
Brand Readiness (SBR) Summary Report shown as a blank in Appendix E , pages E-10 and E-l 1. 
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Customer LifeCycle Profitability Model 



XYZ Company 



The following is an example of how the Customer LifeCycle Profitability Model is utilized by a 
company, e.g., XYZ Company. The Customer LifeCycle Profitability Model supplemented by 
an Interaction ROI Model is used to help quantify Front Office strategy and relationship 
performance to compare past performance with assumptions about anticipated future 
performance and actual future performance. 

To provide information for the model, management completes a Customer LifeCycle 
Profitability Model Template Page 1 and Page 2, shown in Appendix E, pages E-5 through E-7 
for Status Quo best and worst case scenarios and two alternative Marketing Strategies with best 
and worst case scenarios. The information includes Front Office and financial data as well as the 
A appropriate SBR Factor and management's assumptions for performance given the various 
~ strategies. An example of how XYZ Company completed these templates and the resulting 
^ calculations by the model is shown on pages D-3 through D-17. 

n The model presents the results for comparison in the Customer LifeCycle Profitability Model 
* Alternative Strategies Scenario Comparison, organized by Status Quo Best and Worst Case, then 
« Alternative #1 Best and Worst Case, followed by Alternative #2 Best and Worst Case, shown on 
8 pages D-18 through D-20. A fourth page, D-21 , presents all three Bottom Lines and requires the 
^ user to Select either Best or Worst Case of each strategy for inclusion on the report, Customer 
]J LifeCycle Profitability Model Alternative Strategies Comparison, page D-22, also shown as a 
~J blank in Appendix E , page E- 1 3. 

3 Once management commits to a particular strategy for implementation, the Customer LifeCycle 
y Profitability Model associated with it is double checked by looking at tactical requirements and 
assumptions in more detail by completing the Interaction ROI (I ROI) Template, shown in 
Appendix E , pages E-8. Adjustments are made in the new marketing strategy Customer 
LifeCycle Profitability Model as needed. The combination of the anticipated metrics in the 
Customer LifeCycle Profitability Model and I ROI Model form the baseline for future analysis of 
success in implementation. 

In this example, the management commitment is to attempt to achieve the anticipated results of 
at least the worst case of Alternative #2 which may bring the XYZ Company several million 
more dollars of profit over the three-year period than if they stayed with Status Quo even in a 
best case or used Alternative #1 and achieve worst case results. 

Upon implementation, data from the tracking system feeds a Tracking Mode I ROI Model which 
in turn flows to the Customer LifeCycle Profitability Model for comparison with what was 
anticipated in plan and the old status quo for year one. Adjustments are made to anticipate a new 
forecast for years two and three. A summary of the models for Status Quo, Planned and Actual 
strategies is kept on a Customer LifeCycle Profitability Model Summary Report shown as a 
blank in Appendix E , pages E- 1 4 and E- 1 5 . 
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Strategic Brand Readiness (SBR) Factor 
Template: 

The template allows managers to quantify risk by 
rating relative market position and anticipating 
what is likely to occur in the next two years to 
change the situation. Used for Status Quo, the 
template scores the present conditions. Used to 
Plan a new Marketing Strategy, it anticipates 
changes in the situation expected. Extrapolated 
from the results of an implemented strategy, it 
calibrates risk and leads to greater understanding 
of the relative market position. 
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Customer LifeCycle Profitability Model 
Input Template: 

The template gathers historical data and elicits 
assumptions necessary to anticipate long-term 
profitability over customers' entire lifecycle. Used 
for Status Quo, it forecasts future profits given the 
present conditions. Used to evaluate Alternative 
Marketing Strategies, it anticipates profits expected 
from a new strategy. As a tool to measure the 
implemented strategy, it forecasts future profits 
from customers brought to the business by the 
new Marketing Strategy. 
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Interaction ROI (I ROl) Template: 

The template gathers historical data and elicits 
assumptions necessary to paint a detailed number 
picture of how the marketing process works. It can 
be used to refine the new Marketing Strategy, 
anticipating what the metrics will be. As a tool to 
summarize performance of the implemented 
strategy to plan, it provides insight into contact 
behavior and areas for adjustments. 
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Strategic Brand Readiness (SBR) Summary 
Report: 

The report allows managers to see at a glance 
their perceptions of the changing risk facing the 
business and where attention is needed to be 
market ready in Acquisition/ Closing/ Retention 
Phases. It compares the SBR Factor for Status 
Quo, Planned (based on New Marketing Strategy), 
and Actual (based on New Marketing Strategy) for 
Year One, Year Two and Year Three. The SBR 
Factor is used to score a business' relative market 
position and to quantify the risk posed by external 
and internal brand readiness issues. The SBR 
Factor is then used in financial projections to 
modify the risk. 
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Customer LifeCycle Profitability Model 
Alternative Strategies Comparison: 

The report gives management the information 
needed to stay with the Status Quo or change to a 
more suitable Alternative Marketing Strategy. It 
summarizes key assumptions leading to forecast. 
It compares anticipated long-term profitability of an 
individual customer and the business overall, 
adjusted to reflect the risk and the value of future 
dollars, and shows what financial commitment is 
required to get started with each option. 
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Customer LifeCycle Profitability Mode! 
Summary Report 

The report provides information to evaluate the 
success the implemented Marketing Strategy 
compared to Plan and Status Quo. It summarizes 
key assumptions leading to forecast. It compares 
anticipated long-term profitability of an individual 
customer and the business overall, adjusted to 
reflect the risk and the value of future dollars, and 
the cost in terms of up front financial commitment. 
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Interaction ROI (I ROI) Summary Report - 
Phase Level Process: 

Management can see at a glance where contacts 
are in the pipeline and the Actual costs of 
marketing to the individual contact in each 
Acquisition/ Closing/ Retention (A/C/R) Phase as 
compared to Plan. The breakdown into A/C/R 
Phases allows management to make informed, 
focused short-term adjustments. 
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Interaction ROI (I ROi) Summary Report - 
Phase Level Events: 

The report shows how well the Marketing Strategy 
is working, compared to Plan, to move contacts 
from one major event or milestone to another 
through the Acquisition/ Closing/ Retention (A/C/R) 
Phases. The breakdown into A/C/R Phases allows 
management to make informed, focused 
short-term adjustments. 
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Interaction ROI (I ROI) Summary Report - 
CEL Level Process: 

The report gives a finer cut at where contacts are 
in the pipeline and the Actual costs to market to 
the individual contact in each CEL as compared to 
Plan. With the CEL breakdown management can 
fine tune the process on the fly. 
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Interaction ROI (I ROI) Summary Report - 
CEL Level Event: 

The report shows how well the Marketing Strategy 
is working compared to Plan. The report provides 
the facts based on major events or milestones in 
the CELs. It allows management to see at a glance 
the level of Interactions stimulating events and at 
what CEL events are more likely to occur. With the 
CEL breakdown management can fine tune the 
process on the fly. 
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Individual Interaction ROl (I ROI) Report: 

The report allows management to see the path 
through the CELs that an individual contact has 
taken and at what cost. The report is found on 
each contact's Relationship Value Knowledge 
Screen. 
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Customer Lifetime Value (CLV) - 



Potential (three years) 
Net Contribution (to date) 
Difference 



$282,592 



Revenue Potential Rating ~ J 



Up Sell 




Cross Sell 




Increase Volume 









# Referrals 

# References 

# Testimonials 



External 
internal 



Put on Email List 
Check Back Later 



Yes 



Priority 

Closing Status 
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Priority 

Retention Status 

Customer Maintenance Level 
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Date Left 
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Incremental 
$ Per GtL 
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6.000 Closed Sale 


50.00 


2/26/01 


6 


5.535 Hotter 


909.00 


2/4/01 


15 


4.999 Hot 


1559.00 


12/20/00 


2 


2.080 Cool 


20.00 


12/19/00 


5 


1.150 Cold 


10.00 
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Interaction ROI (I ROI) Model Report: 

The report aggregates the data stream of all 
movements (forward and backward) each contact 
makes in the CELs to show the movement 
patterns typical contacts make. Data can be 
segmented to capture the patterns of top priority 
customers. With this knowledge, management can 
build systems to encourage profitable behavior. 
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Individual Correlation with Awareness/ 
Satisfaction Research: 

The report allows managers to see what individual 
contacts do at the CEL Level compared to what 
they say when questioned in Awareness/ 
Satisfaction Research studies. As a result, the 
process can be paced to match or validate what 
the contact says he/she might do. The report is 
found on each contact's Business Intelligence 
Knowledge Screen. 
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Independent study 8/1 2/00 tested potential for XYZ Company. XYZ 
relatively unknown, but critical need found with companies that have 
more than 150 gizmos and over $100 million in revenue. 



Awareness: 



Unaware 




independent studyl 2/27/00 rated XYZ Company against its 
competitors. XYZ being considered more frequently 
than ABC Company by a ratio of 10:1 . 
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Individual Correlation With Awareness/Satisfaction Research 



Date 
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Correlation with Awareness / Satisfaction 
Research Model Report: 

Aggregating the comparative data from all 
contacts, the model shows the patterns of what 
typical contacts do at the CEL Level compared to 
what they say when questioned in Awareness/ 
Satisfaction Research studies. The data can be 
segmented to capture the patterns of the top 
priority customers. With this knowledge, 
management can improve forecasts of future 
profits. 
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Deposition of Contacts Summary Report - 
By Phase Level: 

Management receives an early warning on the 
status of the Acquisition/ Closing/ Retention Phase 
pipeline with this report. 
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Deposition of Contacts Summary Report - 
By Status: 

The report alerts management to the number of 
contacts in a business who may be influencing 
acceptance or success and who may be additional 
potential customers. 
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Deposition of Contacts Summary Report - 
By Origination: 

Management receives guidance on how to use 
tactics by relating milestones to the source of the 
contact with this report. 
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Top Priority Customers Profile Report - 
Attributes: 

The report describes attributes of top priority 
customers that can be replicated in commonly 
available databases, leading management to 
contacts outside the business who may become 
top priority customers. 

Segmented by the Characteristics of top priority 
customers, the report paints a picture of what the 
most iikely top priority customer looks like as 
compared to Status Quo and Plan. 
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Templates and Reports 


Strategic Brand Readiness (SBR) Factor Template 


Customer LifeCycle Profitability Model Template 


Interaction ROI (I ROI) Template 


Strategic Brand Readiness (SBR) Summary Report 


Customer LifeCycle Profitability Model 
Alternative Strategies Comparison 


Customer LifeCycle Profitability Model 
Summary Report 


Interaction ROI (I ROI) Summary Reports 


Phase Level Process 


Phase Level Events 


CEL Level Process 


CEL Level Events 


Individual Interaction ROI (I ROI) Report 


Interaction ROI (I ROI) Model Report 
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Analysis for Management 
XYZ Company Example 

Overview: XYZ Company had an innovative idea for delivery of gizmo management. It 
parlayed a successful business in one location into 10 offices around the country. Ahead 
of its time, it had little competition in the customer segments (industries in this case) most 
in need of its services and XYZ Company could achieve very attractive margin rates by a 
bare bones approach to marketing and relationship building. 

Times have changed. The low hanging fruit, the customers most easily attained, has been 
picked. And the competition which has emerged is trying to take those customers away 
from XYZ Company. It may be hard for the competition to do that since XYZ Company 
has high satisfaction ratings with its customers and above average retention rates. But 
even though the average sale has increased by 5% each year historically, the company is 
not adding as many new customers as it once was. In fact, its customer base, or market 
share, is shrinking. And the economic conditions have leveled out. Where before XYZ 
Company's customers were growing themselves, now they are cutting back and have less 
need for gizmo management. 

Despite these changes in the marketplace, XYC Company has as its business objectives to 
maintain its margin and continue to grow its business. 



Approach: Using the Marketing Business System (MBS), management is seeking. to 
improve its business intelligence, mitigate risks and maximize profit flows. 

1 . A Strategic Brand Readiness (SBR) Factor for status quo was calculated as a 
diagnostic. While the SBR Factor showed the risk as a positive 1.4% in year one, by 
year three management anticipated it would decline to 0.6%. No surprise that the 
greatest weakness was in Acquisition and the greatest expected decline was in 
Retention. 

2. Similarly, when the status quo Customer LifeCycle Profitability Model was run, the 
revenue in best and worst case declined as management feared. In a worst case 
scenario where further slippage across the board was anticipated, revenue dipped 
drastically from $1 12,000,000 to $69,762,000 while margins went from 33% to 29%. 
The difference between best and worst case anticipated Cumulative NPV Profit was 
more than $16,000,000. 

3. To understand what was happening better, management commissioned a targeting 
research study which indicated some vulnerability in its customer base. There was 
dissatisfaction with the amount of information XYZ Company management provides 
their customers about their gizmos. Additionally, the people who buy are not the 




people who use the service so XYZ Company doesn't have as much visibility in their 
customers' companies with those in influence. 

The study also tested potential for XYZ Company in other customer segments in the 
target market and found a critical need with companies that have more than 150 
gizmos and over $100 million in revenue. 

XYZ Company had been following a sales driven marketing model where the sales 
force were responsible for all the marketing effort. An analysis of the Front Office 
process suggested that XYZ Company should consider switching responsibility for 
Retention to those responsible for providing the service and that a program asking for 
referrals should be put in place. Another influencer program to increase Brand 
Readiness was also up for consideration. And an investment to automate information 
flow was on the table so XYZ Company could provide the information its customers 
wanted. An alternative marketing strategy, Alternative #1, incorporating these 
customer-centric new programs was developed to seek to build more business out of 
the current customer segment. 

A second alternative was considered as well. In Alternative #2 XYZ Company would 
incorporate the changes from Alternative #1, but go further and change how it 
approached Acquisition. Its sales force hadn't been as successful as could be desired 
so another approach could be warranted. In this strategy it would develop an IMAP 
(Integrated Market Action Program) that sought to lower the cost of Acquisition by 
lowering incremental costs using tactics of direct mail and telemarketing to sort 
through the target market to find those prospects more likely to be interested in XYZ 
Company's services instead of having their sales people do it. Marketing materials 
were also upgraded. Because of the significant changes, more training was also 
added to redirect the sales force to Closing activities. 

In doing the Customer LifeCycle Profitability Models for Alternatives #1 and #2, a 
number of assumptions were considered in the best and worst case scenarios: 

• Holding the average yearly sale steady or increasing it, 

• Holding or increasing the number of new customers without referral, 

• Increasing the referral rate because of the program, 

• Holding the retention rate steady or increasing it because of the program, 

• Holding or lowering Back Office cost percentage because of automation, 

• Holding or increasing conversion rates in Acquisition and Closing, and 

• Lowering incremental costs in Acquisition while raising fixed costs there. 
In addition the SBR Factor, used to modify risk in the financial calculation, was 
expected to change for the better with the anticipated results of the new programs and 
investments, nearly doubling by year three and making substantial improvements in 
the Acquisition phase allocation. 

Being conservative, management decided to look at the best case scenario of status 
quo and the worst case scenarios of the alternatives in making their choice of 



marketing strategy to pursue. Alternative #2 was the clear winner even with worst 
case. If management was right in their assumptions, with Alternative #2 revenue 
would not decline as much and while the margin rate was expected to drop by 1%, the 
Cumulative NPV Profit could be over $4,000,000 and worth the risk. It would put 
$2,334,500 more at risk in year one try it, or an increase in the budget of about 3%. 
With Alternative #2, management could address its customers concerns while 
potentially making more money. 

9. An Interaction ROI (I ROI) Model Report confirmed the choice. And management 
implemented the Alternative #2, including producing the Promotional/Relationship 
Enhancement (P/RE) Tactics, configuring the Relationship Tracking (RT) System, 
and training the Front Office people. 

10. A follow up Tracking Study after the new Marketing Strategy was implemented rated 
XYZ Company against its chief competitor ABC Company and found XYZ Company 
was being considered more frequently than ABC Company by a ratio of 1 0: 1 . This 
information was recorded in the Relationship Tracking System along with results of 
the previous Targeting Research to aid the sales force in Closing presentations. 

Analysis: When it is ready to establish leading indicator metrics, document benefits and 
hone its business model, XYZ Company will consider the following since these were the 
variable it thought might fluctuate: 

• What happened to the average yearly sale, 

• How many new customers without referral did it get, 

• What happened to the referral rate, 

• Did the retention rate change, 

• Did the Back Office cost percentage change, 

• What were the conversion rates in Acquisition and Closing, and 

• What happened with incremental costs in Acquisition. 

After looking at the results overall, to understand how its efforts in attracting more 
customers are working XYZ Company will segment by the customers it had when it 
started the new marketing strategy and the new customers gained after the new marketing 
strategy, further segmented into those in the same industries as the old customers and 
those in new industries. It will also look at the profitability of referred customers versus 
new customers without referral. 

XYZ Company needs more customers so when it finds the most profitable set of 
customers, it will match the Attributes of those customers with others in the Target 
Market to attempt to acquire them as customers, focusing its efforts where its most likely 
source of profit is. 
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XYZ Company will study the Characteristics as well as the patterns of the most 
profitable customers to see if the Characteristics and patterns can be replicated with its 
other customers to maximize the profit flow from them. 

XYZ Company is changing its Front Office process and its estimates of Incremental costs 
may be off. If the Incremental costs are different than expected, management will drill 
down into the Interaction ROI Model reports to understand what happened and how to 
improve. 

Because XYZ Company had identified a vulnerability with its existing customers it will 
study the pattern followed by customers who become unhappy to see where the problem 
is to fix it. 

In addition to paying attention to the Retention Rates, XYZ Company will also 
commission and then correlate Satisfaction Research with the patterns of the most 
profitable customers to see how its Influencer Program is working. 
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